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magine, department store-style post offices with ex- 

tended hours of operation that provide the newest self- 

service vending machines, offer a philatelic and postal 
merchandise retail section and are staffed with highly 
trained clerks to provide a complete range of postal 
services. 

Sound too good to be true or like a concept for the dis- 
tant future? 


continued on page 4 
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Meeting the 





revenue challenge 














or the first time in 15 


reduction in mail volume 


years we are facing a 


for the past fiscal year and 
are forecasting an addi- 
tional decline for the 
current year. Both of our 
“bread and butter” products 


First- and third-class 
mail — are being seriously 
affected 


While economical, 
efficient service can help us 
spur volume growth in 
these two classes of mail, to 
increase revenue, we will 
have to pay more attention 
to Our priority revenue 
programs for fiscal year 


1992. These programs are 


oe ge 


Express Mail, Priority Mail, 


International Mail and 
Philatelic/Retail sales. 

We are aiming for 
double-digit percentage 
revenue increases for all of 
these programs, using our 
1992 Olympics sponsorship 
as a key component 

All are ambitious goals 
Can we reach them? You 
bet we can — as a team and 
using the tools we now 
have. Tools such as our 
Olympic sponsorship offer 
us tremendous opportuni- 
ties to develop new 
business relationships that 
help promote Express Mail 
and Priority Mail 





Another key tool is 
comprehensive tracking and 
tracing (CTT) service. The 
article on page 9 explains 
how CTT will provide 
immediate response to 
customer inquiries abcut 
the status of Express Mail 
items. The system also 
shows potential for expan- 
sion to include Priority 
Mail and other postal 
services. 

At the same time, the 
Postal Service is taking 
innovative steps in the area 
of retailing that also will 
enhance our revenue 
growth 

Redefining our retail 
strategies, we are discover- 
ing we can provide cus- 


tomer convenience, offer 









value-added service and 


generate new revenue. 
How? By introducing a new 
type of retail outlet (see 
cover story) that combines 
traditional postal services 
with information technol- 
ogy in a modern business 
setting 

These postal stores are 
good business for us and 


our customers, since each 














Satisfying 
the need 
for quality 


Page 2 is designed as a 
forum for ideas in which 
postal employees as well 
as customers and other 
representatives of the 
private sector can share 
their thoughts about the 
Postal Service. 


W e like to think of 
the U.S. Postal 
Service as offering the 
highest quality products 
and services in the world. 
That may be true. 

But the worst thing we 
can do is convince our- 
selves we are, when 
customers are saying we 
aren't. 

Until recently, we were 
operating under some false 
assumptions. Our strictly 
internal measurement 
systems did not include, or 
reflect, customer percep- 
tions of service. 

But that has now 
changed. Today, informa- 
tion collected through the 
Customer Satisfaction 
Index (CSI) and External 
First Class (EXFC) 
Measurement systems 
provides us with timely 
feedback on operational 
performance and our 
success in meeting cus- 
tomer needs and providing 
quality service. 

But why an emphasis on 
quality, and why is it so 
important now? 


The answer is quite 
simple — “competition.” 

Every one of our 
products and services faces 
stiff competition in the 
marketplace, and our 
competitors have made 
significant inroads. 

In effect, our competi- 
tors have become the best 
— as measured by their 
customers. 

To meet this challenge, 
the Postal Service is 
changing and is now 
committed to a long-range 
quality improvement 
process. 

This quest for quality 
began in 1990, when senior 
postal managers met to 
review the applicability of 
quality to the Postal 
Service. The formation of a 
Quality Steering Committee 
followed in November and, 
this summer, the process 
grew to involve more than 
260 postal executives at a 
four-day quality conference 
in Pittsburgh, PA. 

Although the conference 
was designed to raise 
awareness about quality 


and to discuss key 
concepts, executives and 
managers also wanted to 
understand the relevance 
of a quality process to the 
Postal Service. 

It’s not like flipping a 
switch and suddenly 
achieving total quality. 
Lasting quality improve- 
ment is a continuous 
process. 

One word of caution, 
though. Certainly, 
providing top-quality 
products and services are 
important, but this 
process should be seen as 
a means to the end and 
not the end in itself. The 
ultimate objective 
remains — to create 
satisfied customers who 
will continue to use the 
U.S. Postal Service. 

David H. Charters 

Senior Assistant 
Postmaster General, 


Quality 





store is tailored to the 
unique needs of the 
community it serves. 

Even more important, 
the stores are located where 
our customers are. We can- 
not rely on our traditional 
presence in every commu- 
nity to guarantee we will 
have a dominant position in 
the delivery service 
marketplace. 

We also recognize that if 
we don’t change — if we 
continue to do “business as 
usual” — marketplace 
competition will pass us by 
Past and present experi- 
ences show this to be true 

Based on downward 
volume trends since 
January, it’s clear the Postal 
Service is not untouchable 
But our new retail approach 
is one way to satisfy the 
service and product 
expectations of our custom- 
ers while increasing 
revenues 

The Postal Service has 
what it needs to build a 
stronger, more competitive 
organization. We have good 
people and modern equip- 
ment. Together, we can 
keep the Postal Service a 
financially healthy and 
growing national service 
well into the next century, 
as long as we balance 
service with revenue while 
keeping the focus on our 
customers 

After all, their business 
is our business. 

Anthony M. Frank 

Postmaster General 
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Recycling 














Dear Editor 
Fantastic! In the September 
October issue of Postal Life, 1 read 
with great interest the “We car 
ake a difference” article about 
the Postal Service's recycling 


fforts 





As a 12-year veteran of the 


e, | have always been 





vehind recycling 





| am glad to see my 


taking steps to help 
i healthy future for our 
ook forward to seeing more 


on recycling and the steps 


the Postal Service is taking t 


address the problems of waste 


disposal 


Rick A. Sloar 
Distribution Clerk 
Decatur, il 


Editor's note: Keep your eyes 
open for articles in future issues of 
Postal Life on postal recycling 
programs and success stories 


nationwide 
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Dear Editor 

Amid the sometimes “cloudy 
or negative press the Posta 
Service receives, stories of hope 
and s 


*rvice to our local comn 





ties continue to shine througt 
For several months, carrier 
the West Palm Beach, FL. area 


have been volunteering as tt 








a program that targets the childr 


of fellow employees. The progran 
encompasses subjects ranging 


from basic grammar skills and 





mathematics to history and 
physical sciences 
The local chapter of the 


National Association of Lett 





Carriers provides the facilities, and 
carriers provide their knowledge 
time and concern 

I'm encouraged. I believe the 
people who are motivated to 
volunteer and participate in suct 
program are indicative of the high 
quality employees working withir 
the Postal Service and who will 
help chart our course through the 
difficult days, months and years 
ahead 

R. Beckett 

Supervisor, Delivery & 

ections 

West Palm Beach, Fl 


Editor’s note: Thousands of times 
each day, postal employees across 
the nation display their profes 
sional pride and community 
commitment on and off the job 
Those stories don’t all get told, so 


thank you for sharing yours 





We Deliver 











Dear Editor 

I realize the importance of 
customer service and satisfaction 
Recently, a customer alerted our 
office that an incorrectly addressed 
international letter would arrive 
for him. The “letter” turned out to 
be a parcel, but thanks to the 
watchful eyes of clerks and 
carriers, the customer's item was 
located and delivered 
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But I work with carriers 


keep me informed about 
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Top Bid Takes it 











Dear Editor 
I 


Takes It” in the People section of 





njoyed the article “Top Bid 





the September-October issue of 
Postal Life 

Could you please tel 
where | might get informatior 
abdout auctions for surplus posta 
equipment in my area 

Melanie McDanie 

PTF Distribution Clerk 

MPLSM 

Kr le, TN 


Editor's note: According to 
Procurement and Supply 
Department officials, employees 
interested in information about 
auctions of excessed postal 
equipment should contact the 
Office of Procurement & Materiel 
Management within their 
respective divisions 


Length of employment 


Employees have a tradition of joining the USPS and remaining 


More than half have at least 10 years of service! 
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Service? 





Dear Editor 
1 want to thank you and your 
f for the “Who Killed 


tory in the September 


r issue of Postal Life 


nce about our program 


f its link to the ¢ 
Index 
thanks for the 


inving. Our 
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‘No, it’s not,” says Warren Walker, 
architect/program manager, Office of 
Design and Construction at Headquar- 
ters, “because the future is now.” 

New retail facilities called “Postal 
Stores of the Future” are now being 
designed, located and operated to serve 
customers better, as well as to generate 
revenue 
“This is the type of finance station 
that will carry the Postal Service and its 
customers into the 21st century,” says 
Margaret Sellers, San Diego Division 
general manager/postmaster 
Boosting revenue 

By taking innovative steps such as the 
Stores of the Future and redefining its 
retail strategies, the Postal Service 
expects to enhance its revenue growth. 

“We are committed to double-digit 
percentage revenue increases for Express 
Mail, Priority Mail and philatelic/retail 
sales,” says Richard J. Strasser Jr., 
Senior Assistant Postmaster General, 
Marketing & Customer Service Group. 

These retail stores, he adds, show we 
can provide customer convenience, offer 
value-added service and generate new 
revenue by combining traditional 
services with information technology in 


a business setting 






One good example, according to Nancy Wood, marketing 


specialist principal, Office of Retail at Headquarters, is the 
White Flint (MD) Postal Store. It grossed more than $1 million 
in 1990, aided by a 64 percent increase in walk-in revenue over 
the previous year. Philatelic revenue jumped more than 2,000 


percent, packaging products’ revenue increased 563 percent and 


Express Mail sales improved 20 percent. 


Culture shock 


Charlie Geldernick, manager of the Tierrasanta Station in 
San Diego, CA, says “Customers are shocked when they walk 
in. They don’t believe this is a real post office.” 

But customers won't be surprised for long 

Although Tierrasanta is one of only a handful of these 
unique postal retail facilities currently operating, it demon 


strates a new era in how the Postal Service is meeting customer 


needs 

Jointly coordinated by two depart 
ments — the Philatelic & Retail Services 
Department and the Facilities Depart- 
ment — the program and concepts for 
postal stores were created after nearly 
two years of research and design 

“We conducted extensive lobby 
design studies seeking employee and 
customer input. That information helped 
us to develop bright, friendly color 
schemes, uncluttered lobbies and self- 
service shopping in the stores and to 
eliminate the images of a cold, drab, 
unfriendly post office,” says Wood 

The new design also meets another 
customer concern. 

“When polled, customers tell us their 
number one priority is convenience,” 
adds Wood. “That means one-stop 





COVER: Customers can't believe they are in a 
real post office when they enter Postal Stores of 
the Future. 


LEFT: A retail-inspired postal store, featuring 
postal merchandise, is stoffed by specially 
trained clerks who offer individual assistance. 


BELOW: The lobby area is equipped with self- 
service vending machines and products that 
simplify transactions not requiring assistance. 
Note the inclusion of the post office box section 
in this area which encourages shopping in the 
store. 


OPPOSITE: Customers can leisurely browse at 
attractively packaged and displayed stamps. 
Full service window clerks are located at the 
rear of the store to provide traditional postal 
services. 


Photos by Gerald Merna 


shopping: being able to get in and out of 
the stores quickly.” 

Sellers believes that customers want 
to do business with the Postal Service 
but only “if we are convenient and they 
don’t have to go out of their way.” 

Putting these concepts to the test, the 
Postal Service opened its first retail 
stores in 1989 within the greater Wash- 
ington, DC, area. 

The first San Diego-area store, in La 
Jolla, opened in January and by August 
had already generated $885,000. The 
Tierrasanta store opened in July and a 
third store, which opens this month, will 
be located in the city’s downtown 
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business area. Another 15 stores are planned for the San Diego 
Division by the end of 1993 

Assistant Postmaster General for Facilities Stanley Smith 
says, “*Postal Stores of the Future’ is a process more than a 
design. Customer and employee research guided a design that 
achieves better service for our customers and a more cost 
efficient facility to operate.” 

Clerks 

In addition to their regular 120 hours of clerk training, 
senior qualified clerks who successfully bid to work in the 
stores receive an additional 80 hours of specialized training to 
prepare them to serve the public 

“The clerks are trained to sell postal products and services 
explains Wood. “They are trained to go up to the customer and 

ay ‘May I help you?’ and ‘May I suggest?’ They can tell 
customers how vending services work or explain how Interna 
tional Express Mail works.” 

Says clerk Brenda Grissom, who has worked at the Wash 
ington, DC, store since opening day in 1989. “This was all new 
to me. I had worked in retail before, but this environment is 
very different. The extra training I received brought out my 
personality and confidence. Now, when I talk to customers, I 
know the products that I am helping them select.” 

Fellow clerk Joyce Strothers, who joined the Postal Service 
in 1965, adds, “I enjoy working with the public. The new 
uniforms, along with the additional training we received, 
project a professional image.” 

And supervisor Li Thomas, who joined the Postal Service 
six years ago, thinks the stores are an exciting new venture for 
the Postal Service 

Assistant Postmaster General for Philatelic and Retail 
Services Gordon C. Morison says, “The customer wants 
convenience and a warm, friendly atmosphere, and that’s what 
the postal stores and employees who work there provide.” & 















The shape of things to come 


Postal Stores of the Future, ranging in 
size from 500 to more than 25,000 
square feet, are designed to eliminate 
wasted space, while their standardized 
layout reduces construction costs. 


Postal Store 
Once inside, customers can proceed to 
the Postal Store section which features 
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and have to be dealt with that you don’t at 
first realize are important 

“A postal money order isn’t reusable, so 
you can’t spend money for the paper like you 
might for currency, or paper money, which 
Stays in circulation for a long time,” French 
explains. “And, unlike currency, a money 
order is for a variable amount and must be 
capable of being written on 

Now that the Postal Service has shown 
that the problems can be solved, its competi 
tors in the money-order business “are 
moving in the same direction,” French says 

And the Postal Service is being asked to 
share its money-order technology with 
governments around the world that want to 
beef up the security of their documents 

French is especially proud of the fact that 


the new money order forms came in substan- 
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tially under budget. Produc 
tion costs run less than $14 
per thousand, compared with 
$25 per thousand for 
the old version 

Mark Chaney, a 


The new money order is the seventh version of 
the form since the first postal money orders were 
issued on Nov. 1, 1864, after Congress authorized 
them the previous May. They were first offered at 
just 141 post offices; today, they're available at 
40,000 post offices. The maximum face amount 
initially was $30; today it’s $700 

Although most people today use money orders to 
pay utility and other bills, and to buy things 
through the mail, members of the U.S. military 
have used them since the Civil War as a means of 
sending money home 

Postal money orders can be used internationally 
too. The USPS today has agreements with 43 
foreign postal administrations for exchange of 
money orders 


Lileee 





senior accountant in 
the Department of 
the Controller who 
also has been 
working on the 
money-order project, 
says postal employ- 
ees like the new 





forms 





With the old 
forms, Chaney 
explains, the voucher that the Postal Service 
retained was on the bottom. When the 
issuing clerk removed it, a sheet of carbon 
paper was left on the bottom. 

he old forms had the customer’s receipt 
on top and the money order in the middle 
The information on the completed money 
order, in other words, was actually a carbon 
copy. Even the imprinted line that contained 
the post office name, the date and the amount 
in machine-readable text was a carbon copy. 

That led to the discovery about 10 years 
ago, by inmates at the Mississippi State 
Penitentiary in Parchman, MS, that they 
could transform a $1 money order into a 
$700 one by altering a few of the numerals 
The inmates enlisted friends and relatives to 
buy small-denomination money orders and 
smuggle them into the prison to be altered. 

The knowledge soon spread to prisons in 
Arkansas, Indiana and elsewhere. The 
resulting scam was costing Postal Service 
customers $5 million to $6 million a year. 
Although the alterations weren't easy to 
make, the prisoners certainly had plenty of 
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There are a number of ways to determine if 
someone has tampered with one of the new 
postal money orders, or if someone is trying to 
pass off a bogus version 

1. Hold the money order up to the light and look 
for an embedded security thread running from 
the top to bottom of the form about two inches 
from the left edge, and a watermark portrait of 
Benjamin Franklin between the left edge and the 
thread 

2. Check the background colors. On close 
examination, using magnification, lines of orange 
and yellow ink will be visible in the gold portion 
and lines of purple and green will be seen 
making up the blue cast 

3. Look for any place that the background 
colors have disappeared, which means something 
has been erased from the money order 

4. See if any of the numbers have been 
changed. The numbers have been designed to 
make them extremely difficult to alter 
5. Alterations are also made by employing “cut 
and paste” overlays and artistic “touch ups” to 
the dollar amounts. These alterations can be 
detected by holding the money order up to the 
light 


time to make then 

Using classified ads, the inmates 
established “pen pal” relationships with 
unsuspecting people. They sent the altered 
money orders to the pen pals, who were 
asked to cash them and to return the money 

French said the Postal Service has a 
system of high-speed sorters and scanners in 
St. Louis, MO, that compares cashed money 
orders and vouchers to find alterations. The 
Inspection Service investigates altered 
money orders, but the people who cash 
them the pen pals are the ones who 
get stuck for the money 

The most obvious anti-counterfeiting 
feature of the new money order is a water 
mark of Benjamin Franklin that is visible 
when the form is 
held up to the 
light 

A security 
thread actually 
a thin piece of 
metalized 
polyester can 
be seen running 


from top to 








bottom when the 
money order is 
held up to the light. The 
paper also contains specially 
colored fibers that glow in 
ultraviolet light 
French said no U.S: paper 
company could produce a 
paper containing the thread 
and other security features, so stock for the 
money orders is being obtained from a 
British company, Portals, Ltd., which makes 
currency paper for 120 of the world’s 
issuing authorities. Moore Business Forms 
is printing the forms at its plant in 
Buckhannon, WV 
The background colors of the money 
order appear to range from gold to blue, but 
French said the gold cast actually is a 
mixture of printed orange and yellow lines, 
and the blue is a mixture of purple and 
green lines. This is designed to fool color 
photocopiers 
In addition, if anything on a money order 
is erased, the background printing 
disappears 
“We wanted to make it possible for the 
people running a ‘mom-and-pop’ grocery 
store to tell if the money order they're about 
to cash is the real article,” he explained 
“The watermark, the security thread and the 
ability to tell if it's altered just by holding it 
up to the light accomplish that.” s 








LETTERS FROM THE SAND: 


THE LETTERS OF DESERT STORM AND OTHER WARS 


uring the eight months of Operations Desert 
Shield and Desert Storm, Americans again 
shared their thoughts andfeetingsthrough mil- 
lions of letters which the U.S. Postal Service helped 
deliver to and from our troops in the Persian Gulf. 
Now these letters have been published in a book 
“Letters from the Sand: 


The Letters of Desert Storm and Other Wars.” 


from the Postal Service 


This hardcover book also includes a collection of 


letters, photographs and stamp reproductions from 


“orders. 


other wars dating back to the Civil War. and pro- 
vides a remarkable insight into the soul of a nation 
al war. 
“Letters from the Sand” will be available at 
selected post offices nationwide beginning Veter- 
ans Day, Nov. 11, 1991. 
To reserve your copy for $24.95. call toll-free 


1-800-782-6724. Postal employees 


palealerels 
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item number 9951-D when placing 
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From operations to retail 


« he great “paper chase” is about to end along with all the scanners — to record Express Mail 
phone calls and records checking it takes to answer acceptance, en-route and delivery 
Customer inquiries about their Express Mail items information 


“Comprehensive Tracking and Tracing (CTT) for Express ‘All of the tests were successful, and 


Mail reduces frustration for customers and inquiry clerks, the program is being rolled out across the 


because we can immediately respond to customer questions country, says John Unekis, CTT 
about the status of their packages,” says Rick Sullivan. f xpress program manager at the Engineering & 
Mail manager for the Miami, FL, Division Development Center in Merrifield, VA 


One of 10 divisions selected this summer to serve as a CTT Besides Miami, pilot sites this summer 


pilot site, the Miami Division in June began using the system included the Boston, New York, Phila 
including Integrated Retail Terminals (IRTs) and hand-held 


continued on page 10 


“POSTAL 
fst — 


from page 9 
delphia, Baltimore, Atlanta, Chicago, 
Kansas City, Tucson and Long Beach 
divisions 
improving customer service 
“The most important and useful 
feature of CTT is the national inquiry 
center where operators will respond to 
customers ng about the delivery 
Mail,” says Mel 
Schneider, CTT Marketing Program 
Manager of 


Status of the} 


the Marketing and Customer 
Service Group al Headquarters 

“This center will be available 24 
hours a day oll-free telephone 


number and will provide t customer 


information whether or not the Express 
Mail had actually been delivered at the 
of the cal 
Training continues 

Nationwide 


Express Mail at divisi 


time 
employees who handle 
on offices, report 
ing management sectional 


MSCs) 


centers 


and delivery offices are being 
trained how to enter Express Mail 


IT using IRTs, 
xpress Mail labels 


acceptance data into ¢ 
and also how to scan I 
while the pieces are en route, and at local 
ery units 


When all 


complete training and be 


lel 
and MSCs 
gin CTT 


operations early next year 


all customers 
e encouraged to use the inquiry 
for immediate delivery informa 
¢ delivered 

according 

CTT and Elec 

porting System 


nter will help 


CTT: How it works 


yint dead olearee ; 


ability to provide a quality Express 
Mail And it’s desi for 


Using IRTs at acceptance units, clerks 
scan each Express Mail piece’s label 
number and record information such 
as postage, origin and destination ZIP 
codes, time and date of acceptance 
and corporate account or Federal 
agency mailing numbers. 

At the close of each business day, 
Express Mail information in the IRTs is 
transmitted to a Retail Consolidation 
Unit at each MSC. This information is 


10 





The system is especially helpful for tracking pieces that 
stay within the division, adds Rick Sullivan, Express Mail 
manager for the Miami, FL, Division. 

“It has helped us identify operational problems within the 
Miami Division,” Sullivan says. “We can document mail 
flow history and fix service irregularities.” 


postal employees respond to customer 
inquiries 
Marketing 

Richard J Assis 
tant Postmaster General, Marketing and 


Strasser Jr., Senior 
Customer Service Group, says that 
enhanced services such as CTT are the 
result of our drive to stay competitive 

‘The Postal Service has redefined its 
marketing and retail strategies over the 
past few years, and now we're beginning 
to make that work for us.” he says. 

“First we had to improve service at 
existing locations to meet customer 
needs,” Strasser explains. “Now we've 
reached the stage where we are making 
postal services more competitive and 
convenient by taking them to the cust 
omer. This includes CTT and develop 
ment of our new retail stores (see cover 
story) 

CTT will prove more valuable yet 
Besides becoming the foundation for 
increasing Express Mail sales, CTT can 
be expanded to erhance service for other 
products 

‘We can eventually offer this as an 
option to other classes of mail, such as 
tracking and tracing for Priority Mail and 
Registered Mail, on a cost-efficient 
basis,” explains Strasser. “We have a 
wide variety of services, options, prices 
and delivery speeds, and we need to 
match our offerings to the customer's 
needs 

‘We can keep the Postal Service 
healthy and growing into the 21st 
century but, at the same time, our service 
levels must match trends in the market 


“he adds oe 


place to stay competitive, 


the division’s CTT coordinator. 
“People like the system and want it, 
and clerks say it helps them do their 
jobs more efficiently.” 





USPS Olympic Holiday Gift Catalog 


Each time you purchase any of the top-quality USPS 
Olympic items, a contribution is mdde to the U.S. Olympic 
Team. At the same time, you will be displaying your pride in 
Postal Service sponsorship of the 1Paympx Games. 


(Clockwise top left to right) 
USPS362 Teddy Bear — All dressed 
p and ready for a playmate. Eight 
hes tall. Logo screened on shirt. 
92 


638 Dunlop® Tennis Balls — 
pproved, heavy duty 
ship balls in bright yellow 


per can. USA made. $5.50 
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from page 9 

delphia, Baltimore, Atlanta, Chicago, 
Kansas City, Tucson and Long Beach 
divisions. 

improving customer service 

“The most important and useful 
feature of CTT is the national inquiry 
center where operators will respond to 
customers calling about the delivery 
status of their Express Mail,” says Mel 
Schneider, CTT Marketing Program 
Manager of the Marketing and Customer 
Service Group at Headquarters. 

“This center will be available 24 
hours a day via a toll-free telephone 
number and will provide the customer 
information whether or not the Express 
Mail had actually been delivered at the 
time of the call.’ 

Training continues 

Nationwide, employees who handle 
Express Mail at division offices, report- 
ing management sectional centers 
(MSCs) and delivery offices are being 
trained how to enter Express Mail 
acceptance data into CTT using IRTs, 
and also how to scan Express Mail labels 
while the pieces are en route, and at local 
delivery units. 

When all divisions and MSCs 
complete training and begin CTT 
operations early next year, all customers 
will be encouraged to use the inquiry 
center for immediate delivery informa- 
tion for Express Mail being delivered 
anywhere in the United States, according 
to Schneider 

Until that time, the CTT and Elec- 
tronic Marketing Reporting System 


databases and the inquiry center will help 


CTT: How it works 
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postal employees respond to customer 
inquiries. 
Marketing 

Richard J. Strasser Jr., Senior Assis- 
tant Postmaster General, Marketing and 
Customer Service Group, says that 
enhanced services such as CTT are the 
result of our drive to stay competitive. 

“The Postal Service has redefined its 
marketing and retail strategies over the 
past few years, and now we're beginning 
to make that work for us,” he says. 

“First we had to improve service at 
existing locations to meet customer 
needs,” Strasser explains. “Now we've 
reached the stage where we are making 
postal services more competitive and 
convenient by taking them to the cust- 
omer. This includes CTT and develop- 
ment of our new retail stores (see cover 
story). 

CTT will prove more valuable yet. 
Besides becoming the foundation for 
increasing Express Mail sales, CTT can 
be expanded to enhance service for other 
products. 

“We can eventually offer this as an 
option to other classes of mail, such as 
tracking and tracing for Priority Mail and 
Registered Mail, on a cost-efficient 
basis,” explains Strasser. ““Ve have a 
wide variety of services, options, prices 
and delivery speeds, and we need to 
match our offerings to the customer’s 
needs. 

“We can keep the Postal Service 
healthy and growing into the 21st 
century but, at the same time, our service 
levels must match trends in the market- 
place to stay competitive,” he adds. 





USPS Olympic Holiday Gift Catalog 


Each time you purchase any of théSe top-quality USPS 
Olympic items, a contribution is made to the U.S. Olympic 
Team. At the same time, you will be displaying your pride in 
Postal Service ——— of the 1992 ypc Games. 


(Clockwise top left to right) 
USPS362 Teddy Bear — All dressed 
p and ready for a playmate. Eight 
hes tall. Logo screened on shirt. 
92 


38 Dunlop® Tennis Balls — 
pproved, heavy duty 
ship balls in bright yellow 
reened on each ball. 
per can. USA made. $5.50 





ral Sweater — 


k with 











USPS Olyme 


(Left to right) 

USPS458 Athletic Club Hooded 
Sweatshirt — Extra-thick, red cotton 
blend fleece with drawstring hood and 
banded cuffs and waist. Screened 
logo. USA made. S,M,L,XL. $24.92 





USPS486 Navy Quilted Vest — Taffeta 
nylon outershell lined and quilted with 

9 oz. polyfill. Features rolled collar 

and two extra-deep pockets. Extended ° 
back panel for extra warmth and 
comfort. Embroidered logo. Machine 
washable. USA made. 5,M,L,XL,XXL. 
$29.92 


USPS454 GEAR for Sports Double Lap 
Crew — Double lap crew neck 
sweatshirt of heavyweight cotton 
blend fleece with roomy, oversized 
construciion. Double contrast gray 
crew neck and striped chest panel. 
Screened logo. USA made. S,M,L,XL. 


Inset photo (center) 

USPS438 White Fleece Fashion 
Shirt — This 9 oz. fleece shirt is a 
custom-designed red, white and 
blue cotton blend Polo-style shirt 
with banded waist. Screened 
logo. USA made. $,M,L,XL,XXL. 
$43.92 


USPS456 GEAR for Sports 
Henley Sweatshirt — Heather 
gray, heavyweight poly/cotton 
fleece with contrasting billiard 
green yoke. Striped trim around 
collar, cuffs and waistband. 
Screened logo. USA made. 
S,M,L,XL. $39.92 


inset photo (far right) 

USPS344 Fun Tube — Bright, 
colorful tube in heavy duty PVC 
vinyl with two air chambers. 
ideal for use in water and the 
bumper bars make it an 
excellent snow sled. Foot pump 
included. Fun for kids of all ages. 
Screened logo. 56 inches in 
diameter. $36.92 


Holiday Gift Cata r 


USPS452 GEAR for Sports Sweatpants 
— Iced heather sweatpants in 
heavyweight poly/cotton fleece. Four- 
piece construction with inside elastic 
drawcord waistband. Two side-seam 
pockets and one back pocket. 
Screened logo. USA made. S,M,L,XL. 
$39.92 


USPS462 Classic Cardigan Sweaters 
— This cardigan sweater in an earthy 
burgundy color is knitted ultrasoft 
Orlon acrylic with banded cuffs and 
waist for a loose and easy fit. 
Machine washable. Embroidered 
logo. M,L,XL,XXL. Heather Gray 
Cardigan USPS464. Navy Cardigan 
USPS466. $34.92 ea. 


= 








USPS421 Life Safety T-Shirt — Easy care cotton blend material features a light- 
reflective “V” on front and back with colorfully screened graphics. Excellent for 
nighttime activities. USA made. Youth T-Shirt. S=2-4,M=6-8,1=10-12. $7.80 ea. 
USPS422 Adult T-Shirt. $,M,L,XL,XXL. $8.92 ea. 














USPS Ohya Holiday Gilt Catalog 


on face. includes one “AA” 
made. 2-3/8 by 2-3/8 ehandte 2 


USPS648 Spalding Golf Balls® — These 
cut-resistant Surlyn cover 90 compression 
golf balls deliver distance and control. 
White balls with logo on each. 12 balls 


Dorie cisely by ccelctne ho ene 


Lucite Paperweight — 
Four inches by three inches. $19.92 


Embedded logo. USA made. 


USPS706 Black Solar Calculator — This micro-slim, credit card- 


Quality plastic-coated cards i 
pati ber har are $2. 2. 


USPS570 The Swiss Knife — This red 
edhe Sebel 
a 31 Siiatog. 









featured in this catalog 


the enclosed order form. Or 
cdubion ae ae -7292 and use your MasterCard, — 


Discover or American 


Express credit card number to order. All 


orders are guaranteed to be mailed out within 48 hours of 


receipt. 


USPS302 Quill 
Black Matte Pen & 
Pencil Set — Set 
includes ballpoint 
pen and 
mechanical pencil 
in a textured black 
matte- 

finish with 

gold trim. 


in crown. 
USA 
made. 
$24.92 


USPS760 Wooden Truck Stamp Dispenser 


- — Custom-designed, hand-crafted pine 


with a golden matte-finish. Houses a roll 
of stamps. USA made. $10.92 


(Center) 

USPS212 Pewter Belt Buckle — Oval 
pewter buckle features three-dimensional 
graphics. USA made. Fits belts up to one 
and one-half inches wide. $16.92 


‘USPS566 Green Marble Paperweight — 


The richgess and luxury of solid marble. 
Enamel logo emblem attached. $4.50 ea. 
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Gerald Merna 


Danville, IL, “Iron Pouring” by Jean DeMarco, 1941 


Lifting spirits with a New Deal 


Post office murals portray the hope and strength of Americans during the Depression. 


6 6 eck, artists need work buildings received the rest. Today 
too,” exclaimed one the art lives in Puerto Rico, the 
designer of President Virgin Islands and every state ex 

Franklin D. Roosevelt's New Deal cept Hawaii 

in the 1930s To encourage new talent, the 

With that thought and a belief Section organized national and re 
that Americans needed something gional competitions where art 
to lift their spirits beyond the hard- ists’ works were judged anony 
ships of the Great Depression, mously. The winners and best 
government-sponsored art was runners-up received commis 

born sions, but before painting a 

Most New Deal art programs mural — they were asked to visit 
provided the relief of weekly wages the town where the art would be 
to needy artists, but the Treasury Department's placed to talk with the postmaster and other 

Section of Painting and Sculpture (later the Section 

of Fine Art) was different. The Section hired artists 


citizens 
President Roosevelt wanted art that was “native, 
based on merit, not need human, eager and alive.” The resulting scenes of 
From 1934 until 1943, when World War II put an factories and postal history 
1 to most New Deal art activity, the Section 
commissioned | ,500 murals and sculptures. Most of 


them — about 1,000 murals and 225 sculptures 


stampedes, harvests 

reflect the values important to the people of the time 

The New Deal postal artwork pictured here is but 

a small sample of the hundreds of murals that still 
were created for post offices, while other federal hang in post offices across the country 

continued on page 16 
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Clockwise — Ambler, PA, “The Family — 
industry and Agriculture” (Detail) by Harry 
Sternberg, 1939. “The Legend of James 
Edward Hamilton — The Barefoot Mailman” 
(Detail) by Steven Dohanos, West Palm 
Beach , FL, 1940. Two-part mural in Billings, 
MT, entitled “Trailing Cattle,” by Leo 
Beaulaurier, 1942. “Arrival of the First Train 
in Herrington 1885” by H. Louis Freund, 
Herrington, KS, 1937. “Shucking Corn” by 
John Bloom, DeWitt, IA, 1938. 
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“First Performance of Edwin Booth” by William 
Calfee, Bel Air, MD, 1938 


weit 


was it like during the Depression? Most 


Recording history: 


An artist’s 


he murals are a part of the real 
historical record of this country. 
They represent an attitude. What 
young people don’t understand what New Deal era 
says William H. Calfee, 82, 


who painted eight murals for post office 


happened,” 


lobbies. 

His works include The First Perfor- 
»f Edwin Booth, in Bel Air, MD; 
Chesapeake Fisherman in Phoebus, VA; a 


mance 


four-panel scene, County Fair, Trading, 
Courthouse 
VA 
peanut-pickers in Petersburg, VA; and 
Chicken Farm in Selbyville, DE. His 
mural in Bel Air was taken down and 


restored and re-hung in 1990. Calfee 


and Square in Harrisonburg, 
agriculture scenes of tobacco and 


also 
did American Eagles sculptures for the 
Fresno, CA, Post Office. 


“We weren't paid much money for our 
>) 


paintings,” recalls Calfee, who was 27 years 


old when he was commissioned to paint post 
office murals. “I was of a generation younger than the 
best known of American artists of that time. 

— not ambitious or 
sophisticated. We painted what was around us 


“We artists were innocent, naive 
people 
working in tobacco and peanut fields, a fishing boat in 
the early morning light on the Chesapeake Bay,” 
explains Calfee, who served as chairman of American 
University’s art department from 1946 to 1954. “We 
painted the way things were. There was no weeping for 
sad conditions. 

“The effort was to relate the murals to the town, so I 


18 








nee betore” 
oarthm ce 


recollections of the 


the public a chance to see American art,” 


os 





Artist William Calfee 


always visited the town and talked to the 
historian, citizens and the postmaster,” he 
I tried to paint material that I felt in 


some way reflected the circumstances of the 


adds. “* 


town.” 

Muralists painted scenes of manufactur- 
ing, festivals, harvests, Western vistas, 
postal operations, landscapes and other 
subjects. Although a few artists painted 
directly on the plaster wall, most artists, 

including Calfee, painted their murals on 
canvas or on panels in studios and then 
supervised their installation in post office 
lobbies. They were required to submit 
designs and photographs four times 
during the project and received partial 
payment at each stage. Final payment was made 


after the work was hung in the lobby and approved by 
the program’s administrators. 


“There wasn’t much you could call American art in 


those days. The post office and other government art 
programs gave American artists a chance to work and 


he says. 
Still painting in his studio in Chevy Chase, MD, 


Calfee is pleased that his paintings and those of his 
fellow Depression-era artists are being protected. 
“Restoration is being done on a number of them around 
the country,” 


he says. “People still seem to like them.” = 
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‘Disability’ 
doesn’t 






ean 
“ineability’” 


he Postal Service 
has a lot to be 
proud of, and we 
can claim being 
the best in the 
world on many 
measures, 
including respect 
for the individual,” says 
Postmaster General 
Anthony M. Frank. 

Speaking at the 25th 
Annual Awards Luncheon 
ceremony held in Washing- 
ton, DC, in July, Frank 
recognized the accomplish- 
ments of the six 1991 Postal 
Employees with Disabilities 
and reminded participants, 
“It’s the highlight of our 
year to honor our outstand- 
ing employees for their 
ability to overcome the 
physical challenges they 
face in their lives.” 

The Postal Service, 
America’s largest civilian 
employer, has a career work force that employs more than 
78,000 disabled veterans and 36,000 other employees with 
disabilities. Among all new career appointments in fiscal year 
1991, Postal Service goals included employing 6 percent who 
have disabilities and 1.2 percent who are severely disabled. 

Since 1969, the Postal Service has met the needs of its 
disabled employees and customers by constructing more than 
7,400 facilities that are 
accessible to the physically handicapped. Existing facilities 
have been modified to meet access standards and, in some 


- enclosing 82.1 million square feet — 


cases, the Postal Service has voluntarily modified other 
buildings that were not required to be made handicapped- 
accessible. 

Honorees at the awards ceremony represented the five postal 
regions and Postal Service Headquarters. The honorees, each of 
whom received a special 25th Anniversary Award Plaque, 
include: 

@ Canby, OR, Western Region, rural carrier Robert A. 
Cavanaugh had his right leg severed just above the knee at 
the age of 24 when he and a Caterpillar tractor he was operat- 
ing plummeted 168 feet into a canyon. The father of seven 
children, Cavanaugh co-founded a club that teaches other 








Disabilities—(left to 
right) Bock row: 
Michael T. Walton, 
Robert A. Cavanaugh 
and James Smole. 


Stiebing, David A 
Ernewein and Emily 
Dixon. 


amputees how to water ski and 
snow ski and, at the age of 60, 
he is an active member of the 
Rural Carrier Quality of Work 
Life program 
@ Jamestown, NY, 
Northeast Region, single 
position letter sorting machine 
(SPLSM) clerk Dawid A. 
Ernewein. diagnosed with 
multiple sclerosis in 1986, uses 
a hand crutch and leg brace 
Ernewein has continued his 
postal employment, and he and 
his wife, Nancy, are fulfilling a 
life-long dream of building 
their own home 
@ Manassas, VA, Eastern 
Region, letter carrier Susan 
c. Stiebing was paralyzed 
from the waist down following 
an automobile accident in 
1989. Despite her injury, 
several months later she 
2 returned to work two hours a 
EB day. She now sorts mail eight 
” hours a day into a specially 
designed 49-cell letter distribution case 
@ Milwaukee, WI, Central Region, contract techniciar 
James Smole injured his back in 1984 when he slipped 
and fell. He later returned to work in the Procurement Office 
and, in 1987, was promoted to his present position. He 
counsels others with disabilities and chronic back pain 
® Mobile, AL, Southern Region, clerk-typist Emily L. 
Dixon became a paraplegic in 1975. A decade later, after 
corrective surgery and rehabilitation, she reentered the Postal 
Service. During her recovery, she founded the Social Club for 
the Mobility Impaired in Detroit, MIL. Today, she serves as sign 
language interpreter for the Mobile Management Sectional 
Center and recently earned a bachelor’s degree in general 
studies at Spring Hill College 
@ San Mateo, CA, claims and voucher examining techni 
cian Michael T. Walton was born with a hearing 
impairment and was later diagnosed as having Ushers Syn- 
drome, which limits vision and causes partial tunnel vision. In 
his job at the San Mateo Postal Data Center, he processes 
motor vehicle repair and accounts payable documents. He has 
received several awards in recognition of his high volume of 
processing. @ 
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a Carrier fights to save big cats 

When Salem, NH, city carrier Mark Cosenza joined the animal 
conservation group “Earthwatch” two years ago, he had no idea he 
would later participate in a field expedition studying mountain lions. 

Paying his own way to fly to southern Idaho this year, he joined five 
other team members to track, tree, 
tranquilize and collar the big cats. 
The collars contain transmitters 
that allow researchers to track the 
animals’ movements, and that 
information is used to help develop conservation plans for the animals. 

Although his membership entitles him to work on expeditions 
anywhere in the world, Cosenza says he plans to return in February 
1992 to see what happens to these animals. 

The most upsetting experience he witnessed was the unnecessary 
killing of the animals by poachers. 

“| hope the work | do, along with other volunteers, helps educate all 
Americans to respect and preserve these beautiful animals and their 
habitats,” he says. 


v Postal career is still tops 

Chicago, IL, Main Post Office distribution clerk Shirley Jenkins leads a 
double life. 

When she isn’t working Tour Ill, the 22-year postal employee has been 
spotted rubbing shoulders with actors such as Denzel Washington, Eddie 
Murphy and Spike Lee at Hollywood premiers and celebrity parties. She 
also has made cameo appearances in two movies produced and 

directed by (and 
starring) actor Robert 
Townsend: 
“Hollywood Shuffle” 
and “The Five 
Heartbeats.” 

So, what kind of 


> Fresno clerk fi 


meaning in carry 

Carrying the U.S. Olympic Festival To 
CA, this summer brought on feelings of 
Wes Butler. In 1960, as a high school 
senior, Butler carried the Olympic Torch 
its way to the Winter Olympic Games c 
Squaw Valley, CA. 

“My coach selected me to carry the to 
because | was one of his best runners c 
the track and cross country teams,” 
explains the 19-1/2-year postal vetera 

Butler, who lost his leg below the k 
a motorcycle accident in 1966, still enjo 
jogging and says, “Thirty years ago | 
only a kid and didn’t realize the historic 
significance of participating in the 


pics. 

“I'm proud that the Postal Service is sp 
Olympics,” he adds. “It’s great for publi 
benefits the athletes. Carrying the torch 
this time than it did back in 1960 for 
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ing 


connections does she have? Well, she happens to be Townsend's 


mother. 


“1 always told Robert that it’s important to remember where you came 
from,” she says. “We were poor, and | always emphasized it’s not 
important where you live, but how you live.” 

Jenkins says she raised her four children to believe strongly in family 
ties, and that Robert had a speciai relationship with his grandmother. 

“She told him not to lower his standards when times got tough by 
taking roles portraying pimps and drug dealers,” recalls Jenkins. 


Townsend has been 


trying to convince his mother to retire and move 


to California, but Jenkins says she plans to work for at least three more 


rs. 


"Robert says he misses my cooking,” she laughs. “But here I'm a 


celebrity. In Hollywood, I'd just be another pretty face.” 





< Quick actions 


save child 

The quick actions of Anchorage, AK, 
engineman Lenzia Echols probably saved the 
life of his eight-year-old neighbor, Jason 
Shockley, after the boy was severely mauled 
by a pair of 11-month-old Rottweilers. 

The attack occurred after the dogs had dug 
out from under their fenced yard and followed 
Jason into his back yard. Jason’s older brother, 
Eric, ran across the street to Echols’ home for 
hel 


p- 

“One dog had Jason by the head and the 
other had hold of his foot,” says Echols. “I just 
came through, hitting one dog in the head. The 
other one chased and jumped on me as | got 
Jason into the car.” 

“The Echols are like second parents to our 
children,” explained Jack Shockley. “My son 
would have been killed if it hadn't been for 
Lenzia.” 


















+ 
Nation’s 
oldest 


carrier 
As the country’s 
oldest letter carrier, 
E.T. “Pappy” Rider 
has seen it all and 
done it all...almost. 
At age 87, the Las 
Vegas, NV, carrier 
says he has no idea 
of how many letters 
he has delivered 
during his postal 
career, which began 
for him at the age of 
61 —a time in life 
when many people 
are planning their 
retirements. 
Although Rider’s 
route takes him 
through some of the 
city’s tougher streets, 
he enjoys the contact 
with his customers. 
“I'd much rather 
deliver down here 
where people come 
out and talk to you,” 
he says, admitting 
that he could work in 
a more affluent area. 
“There ain't no 
stopping me. | figure 
I've got 10, maybe 
15 more years at 
this,” he jokes, 
saying he still likes to 
keep busy by 
bowling and fishing. 
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postal employee Olympians.) 


Being a letter carrier is much like 
being an athlete, says former Olym- 
pian Kimla M. Brecht, 39, a part-time 
flexible letter carrier in Duarte, CA. 

“There’s time and economy 
involved. I strive to get the job done 
in the least amount of time, which 
requires concentration and self- 
discipline,” says the 1968 U.S. 
Olympic Team member and finalist 
for the 1972 Games. 

“It’s a great challenge trying to do 
the job as well as the regular carri- 
ers,” says Brecht, who set several 


national and international swimming records in the breast 

I work with a good-humored team that passes 
around a lot of encouragement. Letter carriers have to meet 
challenges and set goals; the same skills successful athletes 


stroke. “ 


must use.” 

Now, two decades after she 
competed in the Olympic Games, 
Brecht’s enthusiasm has been 
rekindled. 

“I’m bursting with excitement 
about the Postal Service's sponsor- 
ship of the 1992 Olympic Games,” 
she beams. “Having been involved in 
a country where the Olympic Comm- 
mittee is charged with raising money 
to send athletes to the Games, it’s 
phenomenal that my employer is part 
of it. 

“People on the street ask about the 
Postal Service’s sponsorship of the 
Games because I have the postal 
Olympic composite logo on my van 
and we wear Olympic pins on our 
uniforms,” Brecht says. “There’s a lot 
of excitement in the post office and 
the community. When customers ask 

me about Postal Service sponsorship 
of the Games, it makes me feel like 
I’m part of the Olympics again.” 

Becoming an Olympic swimmer 
wasn’t easy for the Whittier, CA, 


native, who was called “The Rock” in 
During her first attempt to join 
that swim team, she couldn’t finish the warm-up session. 

“T learned to swim when I was nine years old, but I was 
13 before I finally qualified to participate as one of 
America’s top 30 swimmers in the national championships,” 
Two years later, I placed in the top three. 

“I had to work pretty hard, practicing about five hours 
I was a slow starter and was told I 
didn’t have a lot of talent, but I had a lot of determination.” 

That determination and hard work paid off. 

Brecht set a record of 2:24 in the women’s 200-yard 
breast stroke in the 1968 national championships. That 


her YMCA swimming class. 


says Brecht. “ 


every day,” says Brecht. “ 
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then (1970) and 


now. 


the beach. 


Brecht. “ 


time board,” Brecht explains. “ 
showed I missed making the team by 0.03 seconds.” 
She and her teammates were disappointed, but Brecht 
softened the blow by adding a little humor. 
to her teammates, “ 
my nails.” 
Looking back at her many experiences she 
If I'd quit, | would have missed the 
opportunity to be a finalist in the 1972 trials. And 
I would have also missed traveling around the 


adds, “ 


record stood for nearly four years. 

As a member of the U.S. Olympic 
Team in 1968, she traveled to the 
Summer Games in Mexico City, Mexico, 
but failed to garner a medal. 

But Brecht didn’t quit. She went on to 
win several national and international 
competitions in the breast stroke over the 
next four years. In 1970, she was on the 
American team that set a world record in 
the medley relay in Japan, and in 1971 
she was a member of the Pan Am Team. 

In her bid to win a berth on the 1972 
Olympic Team, Brecht missed the mark 
by the narrowest of margins. 

“When you hit the touch plate at the 
end of your lap, your time flashes on the 
When I touched it, the time 


“Gosh,” she joked 
I knew I shouldn’t have bitten 


world with the 
American teams.” 

Brecht, who 
has a bachelor’s 
degree in English 
and physical 
education, and a 
master’s degree in 
Motor Develop- 
ment, taught junior 
and senior high 
school English and 
Physical Education 
for 10 years before 
joining the Postal 
Service 

She also taught 
swimming and 
coached high 
school and Los 
Angeles County 
Recreation 





owew pyouecy 


Department swim teams to help pay her college tuition. Now, 
the only swimming she does is when she takes her nephew to 


“No more laps and no more fingernail biting,” Brecht quips. 

Brecht says she believes the Postal Service is a fitting 
sponsor of the Olympics because it’s number one in mail 
delivery, and many of the things the Postal Service does to 
make delivery more efficient are the same things an Olympic 
champion would think about. 

“My co-workers are definitely Olympic carriers,” 


says 


If carrying mail was an Olympic event, all the people 
here would be in top contention. We're a small post office, but 


we're still hopping.” 
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paradise 


azzled by the region’s beauty, 
the first Europeans to settle in 
what is now Bar Harbor, ME, 
called it “Eden.” And that 
image hasn’t waned, as it continues to 
draw visitors to the state's “ 
paradise.” 
Part-time-flexible carrier Bill 
Holdsworth, a six-year postal employee. 
and a native of Philadelphia, PA, came to 
Bar Harbor as a tourist and decided it 
was where he wanted to live and work. 


island 


“I love all of the outdoor activities 
this area offers — hiking, sailing, 
camping and even skateboarding. The 
winters are milder than I thought they'd 
be, even though we can get snow as late 
as May,” he says. 

Nestled on the northeastern tip of Mt. 
Desert Island — named by French 
explorer Samuel de Champlain in 1604 

the village of 4,700 permanent 


residents overlooks the Atlantic Ocean, 
with the granite hills of Acadia National 
Park rising to the west. 

“Anyone who visits the park has to 
see the view from atop Cadillac Moun 
tain — the island's highest e 
says clerk Mary Ann McIntire, a 16-year 
employee and a native of Southwest 
Harbor, which is also located on Mt 
Desert Island 


ation,” 


view of the island: lighthouses along the 


shore, the mountains, Bar Harbor and the 


mainland.” 

McIntire says she loves the area and 
especially enjoys working at the Bar 
Harbor Post Office. “I’ve met people 
from all over the world. Several 
oceanliners, including the Queen 
Elizabeth II have docked here.” 

Although Bar Harbor’s population 
can double during the summer months, 
there are plenty of areas and activities to 


“You can get a 360-degree 


absorb and entertain people who throng 
to the area. 

During the height of the “Hotel E 
in 1892, Bar Harbor boasted the 
country’s largest summer hotel, which 
had more than 1,000 rooms. The rich 
and famous also built summer man- 
sions, and island residents, in turn, 
constructed homes withas many as 30 
rooms to accommodate the influx of 
visitors. 

But this “cottage era” ended in 1947 
when fire devastated the island, destroy- 
ing more than 200 buildings and 11,000 
acres of wilderness. 

From the ashes, though, rose the Bar 
Harbor of today. 

“Many of the remaining cottages 
have been restored and converted into 
inns,” explains letter carrier Cheryl 
Astle, who has worked in the Bar 
Harbor Post Office for three years. “So 























































Open Season: 
Large photo — Letter Carrier Cheryl Astle enjoys her favorite pastime, 
horseback riding, at one of the island’s many scenic locations. She says Ti § 3 i 
visitors can find any type of accommodations on the island, from hotels fas or se ect ety 


and inns furnished in period antiques to efficient, modern motels. h j h i i 

INSET fol Pertti exible clerk Waren Yong, pired wi i ealth insurance plans 
family at a seaside campsite, says lovers of the out of doors should also 
experience the beauty of the nature trails in Acadia National Park. With Open Season approaching — November 12 through December 9 — employees 
(center) Postmaster Malcolm Dow sits on the rocks beneath the Bass te 








: Benefits Program (FEHBP) for 1992. 

Harbor Lighthouse, also on Mt. Desert Island. He says that Bar Harbor is 5 ian Gun fer anal to review, select and register to Bian 

a family oriented community and neither its size nor climate is os te ~ 

overwhelming in any season. participating health plan. Because individual circumstances. , employees are 
encouraged to compare FEHBP health plans based on needs. 

(bottom) Superintendent of Postal Operations Norman Hartery Jr. and “Coverage that met your needs last year may not be the best for you in 1992,” says Bob 

wife, Linda, pictured at the harbor area, display famous Maine lobsters. Lathrop, general manager of Compensation Services at Postal \. 

Hartery says Bar Harbor is several steps behind the pace — and The TFEHBP 1992 Enrollment Information Guide and Plon Comperizon Cher” contains 

problems — of larger cities. detailed information about enrollment and each plan's major features. The guide can be 
Where to a 

Photos by Gerald Merna First, identify the plans that are available to 

wa indasieleceae must cover and their ages. For families with 

idden cumanireectinlaaiall Ginerentbenttiieien may be important. If 
you're planning to have a tock eaveblly f the matority benslts ollseed by the 
plan. Remember, the chances needing extensive hospital coverage increase with age. 

you can select any type of accommodations — from a room Other factors to consider are the family’s health history, such os inherited health problems. 

furnished with period antiques to an efficient, modern motel Aa lubaeeedian Siti —— — Seams ceetenent 

room.” whether you or your spouse are entitled to Medicare. If a spouse's employer offers 

Downtown Bar Harbor, which sits on the harbor, is filled coverage, a less expensive low-option FEHBP may be considered. But understand the 
with shops, museums, restaurants and galleries. other plan’s benefits. It may not provide equal to those offered under the FEHBP 
Lobster restaurants, or “pounds” as they are called, not only and coverage may be limited to only the employee and not the spouse or dependents. 
offer the famous Maine lobsters, but also provide a bounty of 
clams, oysters and scallops. Visitors can stroll along the a Risks 






that meet your requirements. 


waterfront, visit lobster hatcheries and watch fishing boats 






s you re id 
returning with the day’s catch. ih elcghalinaaaneaa. 
: : Estimate your anticipated medical service needs for the coming year and determine the 
amounts of deductible and coinsurance that you would have to pay under each plan. 


Reviewing last year’s bills may help. The major reason for buying health insurance is to 


But not every culinary delight comes from the sea 
4 Saturday night tradition is baked beans. On special 


occasions, the beans are seasoned and prepared in a cast-iron protect inst financial loss. The choice is between what exira your budget can 

kettle that is placed in a hole in the ground lined with hot coals if the worst were to happen, compared to how much extra in premiums you are 

and then slow-cooked. willing to pay for that coverage. With that in “nind, total the costs for each of the selected 
“Blueberries, especially the wild ones, are sweeter than the plons. 


cultivated ones,” says Astle, explaining that they lend their 


flavor to many of the local specialties — pies, muffins, Determining Health Care Costs 


pancakes, jellies, honey, jams and preserves. Calculate the fixed costs of each plan by multiplying the biweekly rate by the 26 pay 
“Visitors who take a nature cruise around the island along rear ae hr ea {the amount you must pay 

Frenchman’s Bay stand a good chance of seeing humpback 4 4 f @ \ ~~ ). . 

whales, seals, porpoises and dolphins,” says Dow, who adds " - pase i by lly # sd : ves te ' _ 

that eagles can also be seen nesting in the spring Now add up the fixed costs the maximum out-of-pocket amount and on estimate of 
“Must-sees,” according to Dow, include Somes Sound, the anticipated expenses not covered. This will give you a better feel for the true costs of each 

only natural fjord on the eastern coast of the United States; plan which you must weigh against the benefits. 


Thunderhole, so named for the roar made by the surf as it 


crashes into a U-shaped tunnel in the Otter Cliffs; and Sand Make the choice 


Beach, the only sand beach on the island and the Schoodic By this time, have probably narrowed the choices down to two or three plans. Go to 
Peninsula on the mainiand, which cuts a jagged path into the your office, request the brochures that describe those plans and read each 
brochure carefully. 


ocean with its massive granite formations 


Bar Harbor and Mt. Desert Island have something for Your personnel office can answer questions that you may have cor.cerning eligibility 
everyone, according to Dow, from fishing (fresh water and pera - etecenuatdae dneiahtedaae ne vgn al 
deep-sea), kayaking, sailing, and swimming to hiking, rock enrolling for the first time, you beatae 2809, Health 1, Rasietetion Form. 
climbing, horseback riding and taking peaceful drives along Return the form to your personnel office for processing. 

e-shaded mountain roads. Additional i about choosing a health insurance plan will be available from your 

personnel office during Open Season. Ask for “Tips On Selecting A Health insurance Plan.” 
For further information about Bar Harbor and the Mt. Desert Island Making an informed choice about health insurance coverage is one way to control your 
area, contact the Bar Harbor Chamber of Commerce, P.O. Box 158, Bar costs of medical care. Of course, staying well is the most economical and beneficial way to 


Harbor, ME 04609-0158 or call (207) 288-5103. control your health care cipenses. 
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Postmaster delivers service 


at all hours 


Highwood, IL, postmaster Mary Ann Anderson received an 
unusual request when her phone rang at 3:20 a.m. 
The caller said, “Sorry to bother you, but | noticed from the phone 
book that you live in 
Lindenhurst. | was 
doing my 
Christmas cards 
and need the ZIP 
Code for there. Do 
you know it?” 
Anderson 
answered, “60046.” 
The caller said, 
“Thank you,” and 
hung up. 
Anderson still 
2 : laughs when she dis 
; ‘i thinks about it and |e 
Stamps honor American comedians believes the 


Postmaster General Anthony The stamp is one in a booklet of five stamps porte “agi \rn 
M. Frank presents Candice honoring American comedians and includes numn aut ef the 
Bergen, star of the television Abbott and Costello, Jack Benny, Fanny Brice,and = ’<”" in the telephone 
series Murphy Brown, with an Laurel and Hardy. The stamps were issued August directory and was unaware 
enlargement of the new 29 during a ceremony at Mann’s Chinese Theatre ict she had called the postmaster 
commemorative stamp honoring __ in Hollywood, CA. (Photo by Michael Jones.) - 
her father, ventriloquist Edgar 


, and his dummy, ae ' 
Se sis 
= ' Express Mail rail as Olympic sponsor 

When traffic’s a strain, commuters usually take the The pages of this year 
train...so that’s exactly what Express Mail improvement catalog are 
Team members at the Oakland, CA, Field Division 
decided to do with Express Mail. 

Portions of Interstate 880, serving the corridor between 
Fremont and Oakland, are now so congested with traffic accessory mail-orcer ome retaicialate] 
that the Postal Service is moving Express Mail shipments Priority Mail Service as an 
on the Bay Area Rapid Transit (BART) system. 

On a bad day, it can easily take some three to four 
hours to make pickups and drive the 50-mile round trip 
between Fremont and the Oakland General Mail Olympic composite logo 
Facility. Now, for $4.10 in train fare, one employee can the 
make the trip in just under two hours. No traffic jams, 
no mechanical breakdowns, no vehicle accidents. Companies already participating in the 

Express Mail couriers, like Fremont carrier Theresa program include Cu nc., Park Seed 
Correa (pictured left), meet the train along the route at Book-of-the-Month SEC dire 
designated stops and transfer their items to a special 

E cart that rolls into the BART cars. Some 200 Express 
 _ma_|2 Mail pieces are moved on the system each day. 


ee silse mem: 
Service's Olympix compos 

Jumping aboard.the USPS C : 
Program, the Freeport, ME, sportswear and 


shipment fom is ma thiielulcig, 
L.L. Bean will mail more 
ecliclerer Mim @lalelsm@iilel] 


revenue generated by tha 


postage goes to support the Olympics 


“et 
Fingerhut, Imoco, internal Coin and Ci 


Damart, Williams-Sonoma and Vita-Mix 
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